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Cultural meaning, advertising and national culture: a four-country study. 1 
 
Barbara Czarnecka, Ross Brennan & Serap Keles 
 
Abstract: Cultural meaning transfer theory and GLOBE cultural dimensions were employed 
in this comparative study to examine the extent to which cultural meaning presented in 
advertisements reflected national cultures of the target countries. Content analysis was 
applied to 847 magazine advertisements from England, Hungary, Ireland, and Poland to 
investigate whether the use of advertising appeals presented in these advertisements mirrored 
variations in cultures as described by GLOBE Society Values. Results revealed that, in line 
with the hypotheses, there were similarities and differences in the use of advertising appeals, 
and only some of them mirrored the cultural variations. GLOBE Society Values were more 
likely to predict the use of appeals than GLOBE Society Practices, but not for all appeals. 
The results suggest that advertisers can draw on national cultures for cultural meanings to be 
used in advertisements only to a limited extent. It may be that advertisements mold rather 
than mirror societal values, or that only certain cultural traits are important for advertisers. 
GLOBE dimensions may therefore be of limited use when analyzing and explaining the 
content of advertisements.  
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1. Introduction 
Researchers suggest that advertising is particularly reflective of, and dependent on, the 
culture in which it exists for meanings of images and words (Hong, Muderrisoglu, & 
Zinkhan, 1987; Khairullah & Khairullah, 2003), and is one of the elements of marketing mix 
most influenced by cultural differences (Powers & Loyka, 2010). They further argue that if it 
is to be persuasive advertising must be culturally congruent (Cui & Yang, 2009; Cui, Yang, 
Wang, & Liu, 2012); that is, it should reflect cultural values held by the target group (Ford, 
Mueller, Taylor, & Hollis, 2011; Huang & Shen, 2016; Um, 2013). Cultural values are 
defined as beliefs “that a specific mode of conduct or end-state of existence is personally and 
socially preferable to alternative modes of conduct or end-states of existence” (Rokeach, 
1973, p.160). They are the smallest element and the foundation of cultures, and in advertising 
they are expressed via advertising appeals and can take the form of copy, images, or sound 
(Moon & Chan, 2005). Extant research results do not provide a clear and consistent answer as 
to which ‘culture’ advertising reflects. Advertisers are located in many different cultures such 
as the culture of the advertiser’s organization, the culture of the nation in which the advertiser 
operates, the culture of origin of the multinational brands, or the culture of the global world 
(Akaka & Alden, 2010; Sirisagul, 2000). Undoubtedly, one of the sources of  cultural 
meaning is national culture, that is, the culture of the society of a particular country (De 
Mooij, 2015). However, the extent to which the differences in advertising between various 
cultures can be attributed to the differences in nations' cultural characteristics is a question to 
be answered to further improve our understanding of the link between advertising and 
culture. Apart from practical business relevance, advertising is a tool to influence people’s 
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values and behaviours, and there has been a long-standing debate about advertising’s role in 
shaping and/or reflecting society values (Grau & Zotos, 2016; Pollay, 1986). 
 
The aim of the current study, hence, was to investigate the use of advertising appeals using a 
cross-cultural design. Specifically, this study examined advertising from various countries, 
and how the advertising appeals reflect the national culture which the advertisements target. 
With this purpose in mind, this paper aims to respond to two specific calls for more research 
in marketing communications. Several researchers have called for more research in cross-
cultural advertising using more recent models of cross-cultural differences, which have so far 
been relatively neglected (Charles R. Taylor, 2013). Most published studies utilized 
frameworks such as Hofstede’s dimensions, which were conceptualized over 40 years ago 
(Engelen & Brettel, 2011; Kalliny, Saran, Ghanem, & Fisher, 2011). As culture is a dynamic 
phenomenon and changes over time (Inglehart & Baker, 2000), frameworks  developed a 
relatively long time ago may not be appropriate to explain cultural phenomena in the present 
day.  Marketing communications research is needed to assess the value of such research by  
extending such work and its relevance. This paper aims to respond to these calls (to extend 
such comparative studies and to use more recent cultural frameworks) by employing a 
GLOBE framework of cultural dimensions that has been developed more recently, and may 
therefore explain cross-cultural differences and similarities in advertising more accurately.  
 
National culture plays an important role in international business research and the 
frameworks classifying national cultures are a useful source of guidance for both researchers 
and practitioners (Caprar, Devinney, Kirkman, & Caligiuri, 2015; Kumar & Pansari, 2016; 
Leung, Bhagat, Buchan, Erez, & Gibson, 2011). Past research in this area has used cultural 
frameworks to investigate the reflections of culture in advertising, however most of these 
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studies applied frameworks based on data gathered several decades ago (Engelen & Brettel, 
2011).  There have been calls to apply the more recent GLOBE model to study cross-cultural 
advertising because the frameworks previously applied are becoming obsolete (Ford et al., 
2011; Charles R. Taylor, 2013). GLOBE stands for the Global Leadership and Organizational 
Behavior Effectiveness research program, which conceptualized nine dimensions of cultures 
that differentiate societies according to society values (Society Values which describe things 
‘as they should be’) and practices (Society Practices which describe things ‘as they are’) 
(House, Hanges, Javidan, Dorfman, & Gupta, 2004).  
 
Previous research examined how national culture (measured, for example, using Hofstede’s 
dimensions) influences advertising content, but provided inconclusive results. This study 
applies cultural meaning transfer theory and GLOBE cultural dimensions to examine the 
extent to which cultural values presented in advertising are drawn from national cultures. 
Cultural meaning transfer theory (McCracken, 1986) posits that advertising is a tool for 
transferring cultural meaning from advertisers to the advertised goods and then to consumers, 
and that meaning is drawn from the culturally constituted world. In line with this theory, we 
suggest that those cultural meanings featured in advertisements are drawn from national 
cultures, and the content of these advertisements can be explained by cultural dimensions.      
 
Following this line of argument, when advertisers target consumers, it is to be expected that 
they do so in a way that appeals to those consumers’ cultural values. If this is the case, then 
frameworks which classify cultures based on cultural values, such as GLOBE (House et al., 
2004), should be capable of predicting the similarities and differences in advertising content.  
 
5 
 
By applying the GLOBE model (House et al., 2004), we aim to explain and predict 
differences and similarities in the use of cultural values in advertising from four European 
countries, and hence determine what cultural meanings were encoded in the advertisements. 
Specifically, Society Values should predict the variations in the value appeal usage more 
accurately than Society Practices. This argument is based on several premises. First, what 
consumers  see in advertisements is a function of target national cultures rather than a 
function of other factors (such as subcultures or product category) (Czarnecka, Dahl, & 
Eagle, 2013). Second, advertising is aspirational: it features representations of values, ideas 
and attitudes that consumers aspire to but do not currently possess (Dimofte, Goodstein, & 
Brumbaugh, 2015; McCracken, 1986).  For example, celebrity endorsement is used in the 
hope that consumers will aspire to be like the celebrity in the advert, and the product or 
service will allow them to feel like the celebrity (Choi, Lee, & Kim, 2005). Based on such 
claims, it is reasonable to assume that advertising should reflect ‘how things should be’ ( 
Society Values) so that consumers can aspire to those ideals, rather than ‘as they are’ ( 
Society Practices).  
 
In brief, this paper focuses on two research questions: 1) what are the differences and 
similarities in value appeals usage in print advertising from England, Hungary, Ireland and 
Poland?; and 2):  Are cultural meanings in print advertisements aligned with the national 
cultures of the target countries and can these be better explained using GLOBE Society 
Values rather than Society Practices? 
 
2. Theoretical framework and literature review  
2.1. Advertising appeals and cultural meaning transfer 
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Much prior research on reflections of culture in advertising has approached the subject 
through the examination of the use of cultural value appeals. Advertising appeals are 
designed to align with the values of consumers, and as such, values are the underlying source 
of appeals (Pollay, 1983). The contention is that the goal of advertising is to persuade 
consumers by appealing to the values held by the target group. If advertising is not aligned 
with the values of the target segment, it may alienate that group, by reducing consumer 
identification with the brand. Thus, advertising is often said to be a reflection of the dominant 
cultural values in a society because culturally congruent representations in advertising are 
expected to be more effective than non-congruent appeals (Gupta & De, 2007; Zhang & 
Gelb, 1996). Advertising is therefore a tool for transferring cultural meaning from advertisers 
to consumers as proposed by cultural meaning transfer theory illustrated in Figure 1 
(McCracken, 1986).  
 
Figure 1: Transfer of cultural meaning. Adapted from McCracken (1986).  
 
 
McCracken (1986) further asserts that cultural meaning in a consumer society moves 
continuously from one location to another. First, it moves from the culturally constituted 
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world (the world of everyday experience shaped by the beliefs and values of one’s culture) to 
consumer products and then from these products to the individual consumer. Several 
mechanisms, of which one is advertising, are responsible for this movement. Advertising 
brings the consumer good and a representation of the culturally constituted world together 
within the frame of a particular advertisement. Cultural meaning includes cultural principles 
which are the ideas or values that define how the world is organized, evaluated, and 
interpreted. As the guiding ideas for thought and action, cultural principles are expressed  in 
every aspect of social life, including consumer goods (McCracken, 1986). Meanings are 
transferred into an advertised product through advertising because advertisements reference 
the general cultural symbols needed to provide meaning (Escalas & Bettman, 2005).These 
ideas are selected by advertisers and then presented as advertising appeals in advertising 
messages via use of copy and images (Pollay, 1986). 
 
Cultural meanings are drawn from the culturally constituted world of which national cultures 
are an important part. Theoretically, it is therefore important to examine to what extent 
advertising meaning can be explained by frameworks of cultural dimensions which classify 
national cultures to answer the question whether, and to what extent, advertising reflects 
culture.  
 
2.2 National culture and the GLOBE framework  
 Culture is defined in various ways in different fields. The word is used in different contexts, 
such as national culture, global culture, and cultural differences between countries. Essential 
to this study is the concept of culture as understood and defined by anthropologists, later used 
in research in cross-cultural psychology inspired by Hofstede (2001) and in the GLOBE 
study (House et al., 2004). In this context, culture is defined as “shared motives, values, 
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beliefs, identities, and interpretations or meanings of significant events that result from 
common experiences of members of collectives and are transmitted across age generations” 
(House et al., 2004, p.57). These collectives include many different social groups, including 
nations. National cultures are described by frameworks such as Hofstede’s dimensions, or 
GLOBE dimensions among others (De Mooij, 2013).  These frameworks are based on 
research into cultural values, as these are the smallest unit of cultural dimensions (Hofstede, 
2001; House et al., 2004; Schwartz, 1999).  
 
Hofstede’s dimensions have been very widely used, and subjected to extensive critique 
(Kirkman, Lowe, & Gibson, 2016; Messner, 2016), and researchers have called for the 
application of more recent frameworks of national cultures such as the GLOBE model (Ford 
et al., 2011; Charles R Taylor, 2010). The GLOBE study examined both leadership and 
societal culture therefore making a distinction between the two, and providing more 
generalizable dimensions. The GLOBE model includes nine cultural dimensions: 
Performance Orientation, Future Orientation, Assertiveness, Institutional Collectivism, In-
group Collectivism, Power Distance, Humane Orientation, Gender Egalitarianism and 
Uncertainty Avoidance (see Table 1).  In contrast to other frameworks, GLOBE also 
considers two aspects of culture: values (Society Values) and practices (Society Practices) 
(Taras, Steel, & Kirkman, 2010). Society Practices measure perceived behaviors and 
practices, hence describe ‘what is’. Society Values measure ‘what should be’, that is 
respondents’ beliefs about how things should be organized in a society (House et al., 2004).  
 
Other frameworks, such as Hofstede’s (2001) dimensions, are based on studies of 
organizational culture and derived from work-related questions. In addition, Hofstede’s 
original work lacks data from important parts of the world such as Eastern European 
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countries (Schwartz, 1999). Moreover, GLOBE provides bands of scores (A, B, C, D) which 
classify cultures into bands that are designed to differentiate more reliably between cultures. 
GLOBE researchers used the procedure of test banding to overcome the issue of over-
interpreting small differences in rank order between cultures. Test-banding groups societal 
scores into bands, in which scores within a particular band are considered not to be 
meaningfully different. Thus, this banding methodology identifies a range of scores that 
cannot be distinguished from the top score in a band (House et al., 2004). This characteristic 
distinguishes GLOBE from other frameworks, and this framework, despite criticisms, may 
still be useful in predicting the variations in cultural manifestations (Venaik & Brewer, 2013, 
2016). For example, in earlier frameworks, Hall (1990) does not provide any scores at all, 
and Hofstede (2001) does not specify how meaningful the differences between the scores are. 
Table 1 presents the GLOBE Society Values and Society Practices scores together with their 
score bands (A, B, C or D which are presented next to the numerical score) for each of the 
studied countries.   
 
Table 1: GLOBE Society Values and Society Practices scores for England,  
Hungary, Ireland and Poland. Source: House et al. (2004).  
 
Dimension 
V/P
* 
Country scores**  
England Hungary Ireland Poland 
Performance Orientation: 
encouraging and rewarding 
innovation, high standards and 
performance improvements 
V 5.90 B 5.96 B 5.98 B  6.12 B 
P 4.08 B 3.43 C 4.36 A 3.89 B 
Future Orientation: the V 5.06 C 5.70 A  5.22 B  5.20 B 
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degree to which people engage 
in future-oriented behaviors 
(planning, investing in the 
future, delaying gratification) 
P 4.28 B 3.21 C 3.98 B 3.11 D 
Assertiveness: people are or 
should be encouraged to be 
assertive, aggressive, and 
tough, or nonassertive, 
nonaggressive, and tender in 
social relationships 
V 3.70 B 3.35 B 3.99 B 3.90 B 
P 4.15 A 4.79 A 3.92 B 4.06 B 
Institutional Collectivism: 
the degree to which 
organizational and societal 
institutional practices 
encourage and reward 
collective distribution of 
resources and collective action 
V 4.31 C 4.50 C 4.59 B 4.22 C 
P 4.27 B 3.53 C 4.63 A 4.53 B 
In-Group Collectivism: the 
degree to which people 
express pride, loyalty, and 
cohesiveness in their 
organizations or families 
V 5.55 B 5.54 B 5.74 B 5.74 B 
P 4.08 C 5.25 B 5.14 B 5.52 A 
Power Distance: the extent to V 2.80 C 2.49 D 2.71 C 3.12 B 
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which people accept and 
endorse authority, power 
differences, and status 
privileges 
P 5.15 B 5.56 A 5.15 B 5.10 B 
Humane Orientation: the 
degree to which people 
encourage or reward 
individuals for being fair, 
altruistic, friendly, caring, and 
kind to others 
V 5.43 B 5.48 B 5.47 B 5.30 C 
P 3.72 C 3.35 D 4.96 A 3.61 D 
Gender Egalitarianism: the 
degree to which a community 
minimizes gender role 
differences 
V 5.17 A 4.63 A 5.14 A 4.52 B 
P 3.67 A 4.08 A 3.21 B 4.02 A 
Uncertainty Avoidance: the 
extent to which people strive 
to avoid uncertainty by relying 
on established social norms 
and bureaucratic practices 
V 4.11 C 4.66 B 4.02 C 4.71 B 
P 4.65 B 3.12 D 4.30 B 3.62 C 
*V – Society Values, P – Society Practices  
** - Response scale from 1 (strongly disagree) to 7 (strongly disagree). 
 
2.3 Extant literature on cultural values in advertising and hypotheses development 
Cultural values are expressed as advertising appeals and a number of frameworks have been 
applied to study cross-cultural values in international advertising: Hofstede (Albers-Miller, 
1997; Moon & Chan, 2005; Zhang & Gelb, 1996); Hall (Callow & Schiffman, 2004; Zhou, 
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Zhou, & Xue, 2005); Schwartz (Dahl, 2004); and GLOBE (Diehl, Terlutter, & Mueller, 
2016). Reviews of marketing journals (Engelen & Brettel, 2011; Soares, Farhangmehr, & 
Shoham, 2007) show that some cultural frameworks have been used more than others and 
that the most frequently used framework is that of Hofstede. Engelen and Brettel (2011) 
reviewed 99 studies published in major marketing journals during the years 1990-2008 and 
found that majority (59 studies) employed Hofstede’s dimensions, followed by Hall’s 
dimensions (14 studies) and Schwartz’s dimensions (6 studies).  
 
Results from advertising studies based on cultural dimensions show that there are both 
similarities and differences in advertising across different countries. However, results from 
these studies are not consistent. Some studies confirm the hypothesis that advertising content 
reflects selected cultural traits of a country. For example,  Zandpour et al. (1994) studied 
advertising content from 23 countries and found strong support for the hypothesized 
differences between countries in aspects of messages. However, in contrast, in a study of 
advertising from 11 countries, Albers-Miller and Gelb (1996) found confirmation in only 10 
out of 30 hypothesized relationships (based on Hofstede’s framework).  
 
The reviewed studies focused mostly on one or two dimensions out of a selected framework, 
so were unable to establish which dimensions are more important than others, and hence their 
findings are limited in terms of implications. For example, Mortimer and Grierson (2010) 
used only three dimensions from Hofstede’s framework and found support for only one of 
their culture-related hypotheses. Such studies have often  concluded that advertising reflects 
culture to some extent, but failed to underline that it was the case for only the one or two 
dimensions that they studied.  
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Another important weakness of previous studies employing cultural dimensions is that 
Eastern European countries have been largely under-researched. Okazaki and Mueller (2007) 
systematically reviewed the major marketing journals to identify cross-cultural advertising 
studies and found 106 articles from the period 1995-2006. The most researched countries 
were those of North America (26.7%), Western Europe (21.8%) and Asia (12%); while 
Central and Eastern European countries featured in only 1.9% of the studies. Samiee and 
Jeong (1994) examined the period 1980-1992, finding 24 papers on the subject. The majority 
of studies focused on the USA (21 studies), with Japan (7) and the UK (4) also well-
represented; Eastern Europe and Ireland did not feature at all. Similarly, more recent studies 
applying Hofstede’s dimensions focus mainly on Western countries, with inconsistent results. 
For example, Mortimer and Grierson (2010) studied services advertising from France and the 
UK, while Zorn, Bellman, Robinson, and Varan (2016) studied interactive TV advertising 
from the USA and the UK and applied Hofstede’s framework. Sobh, Singh, Chun, and 
Benmamoun (2015) studied print advertising from Arab and US magazines.  
 
There is, therefore, a gap in research focused on countries of Eastern and Central Europe in 
cross-cultural advertising. Ireland has also been neglected, perhaps being regarded as very 
similar to the English culture (Keating & Martin, 2008). In order to meet the objectives of 
this study, the empirical research was conducted in England, Hungary, Ireland, and Poland. 
England was included in the study as a country which, according to GLOBE study, has 
distinctly different cultural values scores from the rest of the UK (House et al., 2004). 
Consequently, the study includes two countries from the under-researched region of Eastern 
Europe, and two countries from well-researched Western Europe. The selected countries 
represent two of the ten GLOBE cultural clusters.  England and Ireland represent the Anglo 
cluster, have similar per capita gross national income (GNI), and have been EU members 
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since 1973 (although at the time of writing the UK is negotiating its exit from the EU). 
Hungary and Poland represent the Eastern European cluster, have similar per capita GNI, 
have been the EU members since 2004, and are past communist states (The World Bank, 
2016). 
 
GLOBE dimensions, although published some time ago, have also been little used to study 
advertising. Very few studies have applied this framework, for example Diehl et al. (2016) 
applied one of GLOBE dimensions, humane orientation, to study how consumers from six 
countries (Germany, Switzerland, Austria, France, USA, and Chile) respond to humane-
oriented advertisements. Terlutter, Diehl, and Mueller (2010) studied the dimension of 
assertiveness and Mueller, Diehl, and Terlutter (2016) applied the dimension of gender 
egalitarianism. Diehl, Terlutter, and Mueller (2008) employed the Performance Orientation 
dimension to examine how consumers from five countries respond to advertising appeals 
associated with this dimension. They found that consumers evaluated performance-oriented 
advertisements favourably and suggested that this appeal may be appropriate for use in 
standardized campaigns which aim to portray brands as global. Other available published 
studies examined the content of advertisements and the use of cultural values linked to some 
or all GLOBE dimensions. For example, Czarnecka and Brennan (2009) presented an 
analysis of the use of the Pollay’s (1983) value appeals and compared their usage across 
different countries representing various GLOBE clusters. The study offered some evidence 
that values in advertising did not reflect cultural orientations of the countries as ranked in the 
GLOBE study. This study also excluded the Gender Egalitarianism dimension hence failing 
to provide a complete description of the reflection of advertising appeals linked to all 
GLOBE dimensions. Moreover, that study investigated how GLOBE Society Values explain 
the usage of advertising appeals and ignored Society Practices and their explanatory 
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potential. Matthes et al. (2016) employed, amongst other measures, the Gender 
Egalitarianism (Society Values scores) dimension to examine whether this cultural 
orientation can explain the use of stereotypical images of men and women in TV 
advertisements from 13 countries. The authors found that gender stereotypes were found in 
advertisements from all studied countries and that none of the employed measures of gender 
equality explained the variations in the use of such images.  Diehl, Mueller, and Terlutter 
(2013) employed the Future Orientation dimension to  examine how consumers from 
Germany and the USA responded to future-oriented advertising messages. The authors found 
that consumers from both countries evaluated the future-oriented advertisements positively 
and suggested that such appeals can be used successfully in advertising campaigns targeting 
those two cultures. Saleem and Larimo (2017) and Saleem (2017) were so far the only 
researchers to investigate the values-practices inconsistency (in advertisements from 
Finland), but the authors applied the Hofstede’s framework not GLOBE dimensions. Such 
studies are rare and usually focused on cultures that have been well-researched, typically 
using individual dimensions from the GLOBE framework. Researchers emphasise that 
additional research incorporating more GLOBE dimensions would be useful to both 
advertising practice and scholarship (Diehl, Mueller, & Terlutter, 2014; Quigley, Sully de 
Luque, & House, 2012).  
 
The present study investigated advertising from two Eastern European countries (Hungary 
and Poland), using GLOBE which provides empirical data from these two countries and is 
therefore a helpful update to Hofstede’s work (Diehl et al., 2008; Mueller, Diehl, & Terlutter, 
2015).  
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De Mooij (2010) discusses the value paradox which proposes that people value that which 
they do not have. This was also confirmed to some degree by GLOBE researchers: the Value 
scores were often higher than Practices indicating that the respondents wanted more of a 
certain value. In the absence of previous empirical evidence, it is reasonable to assume that 
advertising would reflect values rather than practices, because of the value paradox and 
because of the aspirational role of advertising. It was therefore expected that Society Values 
scores predict the variations in value appeals usage more accurately than Society Practices 
scores. 
           
 The proposition that the GLOBE framework will accurately explain the use of advertising 
appeals is based on the following assumptions: 1) advertisements carry the cultural values of 
the target market; 2) national culture frameworks are useful for predicting and explaining 
variations in use of cultural values in advertising; and 3) for advertising, values are more 
important than behaviors, and therefore Society Values will predict the variations more 
accurately than Society Practices. 
Based on identified gaps in the literature, the following hypothesis has been formulated:  
 
H1: There will be variation in the use of GLOBE advertising appeals used in magazine 
advertisements from England, Hungary, Ireland and Poland; and  
 
H1A: These variations in the use of appeals will be explained by GLOBE model in the 
following way: GLOBE Society Values scores will positively predict the presence of 
advertising appeals better than Society Practices. 
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3. Research procedure  
3.1. Coding framework  
The coding scheme (Table 2) was established by reviewing previous studies that developed 
coding frameworks by linking advertising appeals to cultural dimensions (Ji & McNeal, 
2001; Moon & Chan, 2005; Mortimer & Grierson, 2010). As a result, selected Pollay’s 
(1983) appeals were linked to GLOBE dimensions in line with the procedure used by 
aforementioned researchers. Three researchers well-versed in cross-cultural research 
methodologies independently linked the appeals to dimensions. This was followed by a 
discussion to resolve any disagreements. The final version was then presented to an expert in 
the field who reviewed and confirmed the coding framework. Of Pollay’s (1986) 42 appeals, 
22 were used in the final framework. These 22 appeals were deemed to positively reflect 
GLOBE dimensions; that is they reflected the positive extremes of the dimensions.  20 
appeals were excluded from the coding framework because they were linked to the negative 
extremes of the dimensions. One of the dimensions, Gender Egalitarianism did not have any 
appeals linked to it, so separate coding guidelines were developed based on previous studies 
examining gender representations in advertising (Gilly, 1988; Nassif & Gunter, 2008). 
Specifically, images or text that portrayed male and female models in situations that 
demonstrated gender equality were coded as reflecting this value. For example, men acting as 
care-givers, or women acting as experts, or in professional work situations, would be coded 
as reflecting the Gender Egalitarianism dimension.  
 
Table 2: GLOBE dimensions and Pollay’s value appeals. 
GLOBE dimension Pollay value appeals linked to high end 
of dimensions 
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Performance Orientation Effective, Technology, Productivity, 
Wisdom, Convenient  
Future Orientation  Durable, Modern 
Assertiveness Healthy, Security 
Power Distance  Dear, Maturity, Status, Vain, Distinctive 
Humane Orientation  Nurturance, Succorance, Morality 
Uncertainty Avoidance  Safety, Neat 
In-group Collectivism  Family, Community 
Institutional Collectivism  Affiliation 
Gender Egalitarianism  Men and women in similar roles in work 
and family situations  
 
The coding scheme was prepared in three languages: English, Hungarian and Polish. The 
instrument was first prepared in English, and then translated into Hungarian and Polish, and 
back-translated into English (Brislin, 1970). Both translators were native language speakers 
of Hungarian or Polish, familiar with native and English culture, and who had lived in 
England for a period of 3-5 years. Both were university graduates and were familiar with the 
challenges of translations and cultural variations. After translation of the instrument into 
these two languages, they were pilot-tested by a Polish group and a Hungarian group of 
university students, who further commented on mistakes in the translations, if any.  
 
3.2. Sample advertisements and content analysis  
In this empirical study, content analysis was applied to print magazine advertisements from 
TV guides from the four European countries. Print advertisements were chosen because this 
medium has been found to be appropriate and conducive to transferring cultural meanings for 
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several reasons. Print media has been part of these cultures for decades. In addition, 
practitioners have found that print advertisements are superior to digital advertisements in 
several ways (Tarantino, 2016). That is, they generate higher awareness and recall, they help 
increase effectiveness of other platforms, and consumers trust them more (Nielsen, 2015). 
Moreover, although newspaper and magazine sales figures show declines in print edition 
readership, the digital subscriptions do not compensate for those declines (Ponsford, 2015).   
The highest circulation weekly national TV guide in each country was chosen as the source 
magazine: Szines RTV from Hungary (Central Mediacsoport, 2016), Tele Tydzien from 
Poland (Wirtualne Media, 2016), What’s on TV from England (NRS, 2016) and TV Now from 
Ireland (Media Street, 2016).  They are comparable across countries based on editorial 
content; TV guides are general appeal magazines, published locally. Circulation figures were 
obtained from the official circulation databases from each studied country such as Magazines 
Ireland (Magazines Ireland, 2017), ABC UK  (ABC, 2017), Polskie Badania Czytelnictwa 
(Polish Readership Survey) (PBC, 2017), MATESZ in Hungary (MATESZ, 2017). A total of 
847 full page advertisements (180 from Poland, 178 from Hungary, 283 from England, and 
206 from Ireland) were collected from magazines published over a period of one year to 
control for seasonal differences. Duplicates were excluded.  
 
     Content analysis of advertisements was performed by two coders from each country. The 
coders were born, raised and at the time of the analysis, residing in their respective countries. 
The content analysis protocols proposed by Krippendorff (2013) were followed. The 
instructions were both read aloud and provided in writing to each coder to minimize any 
influence by the researcher. First, test coding was performed by the coders in order to make 
sure that they understood the coding scheme and the procedure. After the test coding, the 
main coding followed. Each of the 22 appeals was coded as a dichotomous variable: the 
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appeal was present in the advertisement or it was not. Inter-coder reliability was measured 
using Cohen’s kappa with the following values: Poland 0.92; Hungary 0.91; England 0.86; 
Ireland 0.82. The kappa values are all above 0.8 which indicates high inter-coder agreement 
(Neuendorf, 2002). 
 
4. Data analysis and results 
The content analysis revealed that advertisements from England, Hungary, Ireland and 
Poland feature a range of different appeals. Some common appeals featured in advertisements 
from all countries with similar frequency. Table 3 presents the proportions of advertisements 
displaying a specific appeal. 
 
Table 3: Proportions of advertisements displaying advertising value appeals linked to each of 
the GLOBE dimensions (in %).  
 Value appeals England Hungary Ireland Poland 
Performance Orientation 55.1 75.3 52.9 56.1 
Future Orientation 14.5 24.7 31.6 34.4 
Gender Egalitarianism 1.8 14.6 5.8 6.1 
Assertiveness 8.5 9.0 34 7.2 
Institutional Collectivism 10.2 24.7 31.6 18.9 
In-group Collectivism 19.4 13.5 13.1 20.0 
Power Distance 15.2 27.5 45.6 46.7 
Humane Orientation 10.6 7.3 6.8 2.8 
Uncertainty Avoidance 3.9 13.5 5.3 10.6 
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Performance Orientation appeals were widely used, featuring in over 50% of advertisements 
in all four countries.  Future Orientation and Power Distance appeals were also popular. The 
appeals of Assertiveness were used infrequently in Polish, English and Hungarian 
advertisements, but rather more frequently in Ireland. Humane Orientation and Gender 
Egalitarianism appeals were the least used appeals.  
 
In order to test H1 (i.e., there will be differences and similarities in the use of GLOBE 
advertising appeals used in magazine advertisements from England, Hungary, Ireland and 
Poland), we compared the proportions of advertisements from each country featuring the 
appeals based on each GLOBE dimension which are presented in Table 3. Either Chi-square 
or Fisher’s exact test was used to test the differences between countries. The four countries 
included in this study yielded six inter-country pairs which were examined for each of the 
nine appeals, resulting in the 54 overall comparisons (see appendix, Table A1).  
As hypothesized, there were differences and similarities in the use of GLOBE advertising 
appeals used in magazine advertisements from England, Ireland, Hungary and Poland, and 
hence hypothesis H1 was supported. 
      
In order to test Hypothesis 1A (i.e., GLOBE Society Values scores will positively predict the 
presence of value appeals better than Society Practices), logistic regression analysis was 
conducted to predict the presence of each value appeal using corresponding GLOBE Society 
Values and Society Practice scores as predictors. Table 4 presents the results from the logistic 
regression analyses for each value appeal. In the table, a significant Chi-Square (χ2) value 
indicates that a test of the full model against a constant only model was statistically 
significant; hence, the predictors reliably distinguished between the presence or absence of 
the value appeal. In line with the Wald criterion, we demonstrated which variable makes a 
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significant contribution to prediction. Finally, the Exp(B) indicates the extent to which raising 
the corresponding measure by one unit influences the odds ratio; hence, a value higher than 
one indicates an increased likelihood of exhibiting/having present the corresponding value 
appeal. The results revealed that while decreasing GLOBE Society Performance Orientation 
and Future Orientation Practices as well as Gender Egalitarianism Values were associated 
with an increased likelihood of exhibiting/having corresponding value appeal presence; 
increasing GLOBE Society Assertiveness, Institutional Collectivism, Power Distance, and 
Humane Orientation Values were associated with an increased likelihood of 
exhibiting/having corresponding value appeal presence. Neither GLOBE Society Practices 
nor Values of In-Group Collectivism and Uncertainty Avoidance reliably distinguished 
between presence and absence of the corresponding value appeal. Hence, H1A is partially 
supported.  
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Table 4: Logistic regression analysis of value appeals usage. 
 GLOBE Society Value GLOBE Society Practice   
 B SE Exp(B) 95%CI for  
Exp(B) 
b SE Exp(B) 95%CI  
for Exp(B) 
X2(2) R2 
Value Appeals           
Performance Orientation -.76 .88 .47 [.08-2.62] -1.10*** .23 .33*** [.21-.52] 23.84*** .037 
Future Orientation -.55 .43 .58 [.25-1.34] -.77*** .20 .46*** [.31-.69] 16.34*** .028 
Assertiveness 6.00*** 1.88 403.16*** [10.10-16089.39] 2.71t 1.48 14.98t [.83-271.40] 35.09*** .072 
Institutional Collectivism 3.06*** .61 21.36*** [6.45-7.70] .17 .20 1.18 [.79-1.76] 26.02*** .048 
In-Group Collectivism .66 1.28 1.93 [.16-23.67] -.21 .21 .81 [.54-1.22] 1.04 .002 
Power Distance 1.38* .57 3.97* [1.31-12.04] .55 .71 1.73 [.43-6.97] 9.21** .015 
Humane Orientation 5.16* 2.48 173.88* [1.56-22255.01] -.14 .22 .87 [.57-1.34] 4.91t .014 
Gender Egalitarianism -2.18*** 1.00 .11*** [.02-.80] -.34 .90 .71 [.12-4.13] 14.43*** .045 
Uncertainty Avoidance .55 .95 1.73 [.27-11.25] -.72 .47 .49 [.19-1.22] 19.84*** .056 
           
Notes. The dependent variable in this analysis is value appeal, so that 0 = absence of the corresponding value appeal and 1 = presence of the value appeal.  
            R2= Nagelkerke R2; t p < .10, * p < .05, ** p < .01, *** p < .001. 
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5. Discussion 
Advertising shapes and cultivates consumers’ attitudes and behaviors, hence studying what 
advertising presents is important because of its influential nature (Harrison, 2000; Hastings & 
Aitken, 1995). In addition to influencing individuals, advertising has wider societal impact as 
advertisers are seen as cultural intermediaries transferring meaning from goods to consumers 
(Akaka & Alden, 2010; Cronin, 2004; McAllister & Mazzarella, 2000). As the link between 
advertising images and individual and societal changes has long been established, it is 
important to study what values advertising promotes and try to explain where these values 
come from. Hence, this paper’s main aim was to examine if the GLOBE model of cultural 
dimensions can explain the use of advertising appeals; that is, to what extent advertising 
appeals reflect national cultures of the target markets. In addition, in this study we 
investigated the similarities and differences in the usage of advertising appeals in four 
countries: England, Hungary, Ireland and Poland.  
 
The results of this study contribute to the body of literature in the area of cultural values, 
advertising and the usefulness of the concept of national culture in advertising research 
(Leung et al., 2011) as well as literature on cultural meaning transfer via the use of 
advertisements. We have broadened the scope of cross-cultural research by examining 
differences in the reflection of cultural values in print advertisements by employing the 
GLOBE model. With regards to theoretical contributions, the cultural meaning transfer theory 
(McCracken, 1986) was employed to investigate how much of the cultural meaning presented 
in advertisements reflects national cultures. The study demonstrated that advertising reflects 
only some aspects of national cultures, and the culturally constituted world. That is, the 
source of cultural meaning may include more than just national cultures. Advertisers in the 
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respective countries draw advertising meaning from national cultures but only on a selective 
basis.  
 
As hypothesized, results revealed that there are both cross-cultural differences and 
similarities in the content of advertisements but they cannot be fully explained with the 
GLOBE dimensions. When looking at differences in usage of advertising appeals across 
countries (Appendix 1), at least six appeals showed statistically significant differences. Even 
in countries that are deemed culturally similar in the GLOBE model, such as Poland and 
Hungary, there were significant differences in the usage of value appeals. It suggests that at 
present advertisers targeting culturally ‘close’ countries see those markets as culturally 
different and tailor their advertising messages accordingly.  
 
Certain value appeals were frequently employed in all four countries, which may indicate that 
advertisers believe that these appeals are particularly effective. For example, the Performance 
Orientation appeal was the most widely used appeal in all four countries. Other studies  
(Diehl et al., 2008; Czarnecka, 2011) have found that this appeal is highly effective in several 
countries and with various audiences. Diehl et al. (2008) suggested that the dimension of 
Performance Orientation is a value positively held in many cultures and that this type of 
appeal could be suitable for standardized campaigns. Indeed, the Society Value scores for 
Performance Orientation are the highest of all GLOBE dimensions (with a mean of 5.94). 
Many cultures in the GLOBE study reported high scores on Society Values for this 
dimension, this may be because there is a universal human need to succeed and to have high 
performance standards (House et al., 2004). Hence, the Performance Orientation appeal 
(framing the advertised products as innovative, with very good performance and displaying 
high standards) is not only frequently used but also highly effective and may be considered as 
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a ‘global appeal’ which can be standardized across cultures (Oyedele, Minor, & Ghanem, 
2009). This finding suggests that advertisers in those countries share the culturally constituted 
world in a sense that this particular value is seen as important aspect of culture to be used in 
advertising in all four countries.   
 
On the other hand, some appeals such as Uncertainty Avoidance or Humane Orientation 
appeals were used the least frequently in the studied countries. These appeals may not be seen 
as important values to draw on for advertising purposes.  
 
This study demonstrated that advertisers, at best, are very selective when drawing meanings 
from the culturally constituted world and national culture alone is not able to explain the 
variations in the use of advertising appeals. The proposition that country-specific advertising 
messages would substantially reflect local culture (as measured by using GLOBE 
dimensions) was poorly supported by the current results. The hypothesis that GLOBE Society 
Values would be more accurate predictors of value appeals usage than Society Practices was 
partially supported.  Advertising may reflect only some cultural values which are seen by 
advertising creators more important and effective than others.  
 
From a practical perspective, this finding is important to international advertisers who would 
be interested in using national culture frameworks for guiding the design of advertising 
campaigns. The results of this study revealed that advertisers do not use the full range of 
culturally congruent appeals, hence they may be designing advertisements that are not the 
most effective ones. Further studies are needed in order to examine if appeals to national 
cultures can be more effective than those that are not culturally congruent. 
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Overall, the results of this study question the validity of making naïve predictions about 
advertising appeals based on frameworks of national cultures. Similarly to previous studies 
that employed other frameworks of cultural dimensions, this study provided evidence that 
national cultures are only partially reflected in advertisements. The GLOBE framework does 
not seem to be more accurate than, for example, Hofstede dimensions, in explaining 
variations in the use of cultural values in advertising. Predictions based on this approach tend 
to disregard product categories or types of audiences. Such predictions assume within-culture 
homogeneity (e.g., all target groups of different adverts/product categories are culturally 
similar) and disregard differences between specific target groups (e.g., men vs. women). Such 
approaches assume that cultures are dichotomous opposites and do not take into account the 
effect of the combined effect of dimensions on advertising. Researchers argued that culture is 
more complex and ‘happens’ on many different levels: national, organizational, individual. 
Hence, there is a need to clearly define culture and encompass more facets of culture.   
In addition, it is important to consider the level of cultural homogeneity of the studied 
cultures as it could have had an effect on the results (Tung, 2008). Hungary, Ireland and 
Poland are rather homogenous cultures, but England is a very heterogeneous culture. Future 
selection of cultures for international advertising should take the level of homogeneity into 
account as such frameworks of national cultures may be more accurate for homogenous 
cultures.  
 
6. Limitations, future research considerations and conclusion  
A number of limitations should be noted in the present empirical study. Coders in the content 
analysis process examined a large number of advertisements and so coder fatigue might have 
affected the precision and accuracy of their analysis. The nature of the publications used for 
analysis might also limit its generalizability. Only one magazine per country was selected 
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and, although care was taken to make sure the magazines have comparable audiences across 
countries, both the nature and the number of the magazines have led to the exclusion of other 
audiences. Moreover, only full page advertisements were selected for content analysis which 
could have led to the exclusion of advertising of businesses with smaller advertising budgets 
(e.g., smaller local companies). Future research should focus on examining advertising in 
new media, such as online advertising, advertising on social media sites or mobile 
advertising. In addition, outdoor media could also be examined for presence of cultural 
values.  
 
Researchers argue that, in order to detect trends between culture and business phenomena, the 
samples need to include at least 20 countries (Cadogan, 2010; Franke & Richey Jr, 2010). 
This may be overcome by broader collaboration of researchers across the globe (Hornik & 
O’Keefe, 2011), future international advertising research could focus on examining 
advertising from, for example  GLOBE cultural clusters.  
 
The method of counting the advertising appeals in each advertisement did not take into 
account the importance of that appeal to the advertisement. For example, if three appeals 
feature in an advertisement, only one may be a primary appeal and the other two secondary 
appeals. Future research should take into account that not all appeals featured in an advert 
carry the same weight.  
 
In addition, the design of this study did not take into account various ‘dimension 
combinations’, for example, what appeals appear in advertising from a culture which is not 
only high on Performance Orientation but also high on Power Distance; and what appeals  
feature in advertising from a high Performance Orientation but low Power Distance culture.  
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Despite its limitations, the current study responded to the two main calls in the use of cultural 
values in advertising research: to extend cross-cultural advertising studies and to use more 
recent cultural frameworks. The findings from this study do not support the idea that 
advertising is a straightforward mirror of cultural values, but support a far more nuanced 
relationship between advertising and culture. Perhaps, as some researchers argue, the concept 
of national culture is not meaningful or useful in cross-cultural research because national 
cultures are too complex, and therefore smaller cultural ‘units’ should be studied instead 
(Craig and Douglas, 2011). Holden (2004) suggests that cross-cultural marketing researchers 
need a new approach to culture which would be more consistent with the nature of the 
modern global and interconnected economy. 
 
Appendix  
Table A1: Value appeals with significantly different usage for country pairs.  
 
Country pairs Values with significantly different usage 
Poland-Hungary 
 
Performance Orientation*, Power Distance*, Gender 
Egalitarianism**, In-Group Collectivism**, Future Orientation***, 
Humane Orientation*** 
Poland-England 
 
Power Distance*, Future Orientation*,   Humane Orientation* 
Uncertainty Avoidance**, Institutional Collectivism**, Gender 
Egalitarianism*** 
Hungary-England 
 
Gender Egalitarianism*, Performance Orientation*, Institutional 
Collectivism*, Uncertainty Avoidance*, Power Distance*, Future 
Orientation** 
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Poland-Ireland 
 
Assertiveness*, Institutional Collectivism**, Uncertainty 
Avoidance***, In-Group Collectivism***; Humane Orientation*** 
England – Ireland Power Distance*, Assertiveness*, Institutional Collectivism*, Future 
Orientation*, Gender Egalitarianism***, In-Group Collectivism*** 
Hungary – Ireland  Assertiveness*, Performance Orientation*, Power Distance*, Gender 
Egalitarianism**, Uncertainty Avoidance** 
* significant at .001 level 
** significant at .01 level   
*** significant at .05 level  
 
 
REFERENCES  
ABC. (2017). Consumer Magazines.   Retrieved June 29, 2017 2017, from 
https://www.abc.org.uk/report/consumer 
Akaka, M. A., & Alden, D. L. (2010). Global brand positioning and perceptions: international 
advertising  and global consumer culture. International Journal of Advertising, 29(1), 37-56.  
Albers-Miller, N. (1997). Appealing to values in advertising across cultures: results from a distorted 
mirror. Paper presented at the Advances in Marketing. 
Brislin, R. W. (1970). Back-translation for cross-cultural research. Journal of Cross-Cultural 
Psychology, 1(3), 185-216.  
Cadogan, J. (2010). Comparative, cross-cultural, and cross-national research. International Marketing 
Review, 27(6), 601-605.  
Callow, M., & Schiffman, L. (2004). Sociocultural meanings in visually standardized print ads. 
European Journal of Marketing, 38(9/10), 1113-1128.  
Caprar, D. V., Devinney, T. M., Kirkman, B. L., & Caligiuri, P. (2015). Conceptualizing and 
measuring culture in international business and management: From challenges to potential 
solutions. Journal of International Business Studies, 46(9), 1011-1027. doi: 
10.1057/jibs.2015.33 
Central Mediacsoport. (2016). Szines RTV.   Retrieved December 31, 2016, from 
http://centralmediacsoport.hu/Olvasoknak/Magazin/Szines-RTV 
Choi, S. M., Lee, W.-N., & Kim, H.-J. (2005). Lessons from the rich and famous: a cross-cultural 
comparison of celebrity endorsement in advertising. Journal of Advertising, 34(2), 85-98.  
Cronin, A. M. (2004). Regimes of mediation: advertising practitioners as cultural intermediaries? 
Consumption Markets & Culture, 7(4), 349-369.  
Cui, G., & Yang, X. (2009). Responses of Chinese consumers to sex appeals in international 
advertising: a test of congruency theory. Journal of Global Marketing, 22(3), 229-245. doi: 
10.1080/08911760902845031 
Cui, G., Yang, X., Wang, H., & Liu, H. (2012). Culturally incongruent messages in international 
advertising. International Journal of Advertising, 31(2), 355–376.  
Czarnecka, B., Dahl, S., & Eagle, L. (2013). Is food advertising culture-bound? Contradictory results 
from three European countries. Journal of Customer Behaviour, 12(2-3), 227-246. doi: 
https://doi.org/10.1362/147539213X13832198548454 
31 
 
Dahl, S. (2004). Euro-commercials: Cultural values in TV advertisements in Germany, the 
Netherlands and UK. (Doctoral dissertation), University of Luton.    
De Mooij, M. (2010). Global marketing and advertising (3 ed.). London: Sage. 
De Mooij, M. (2013). On the misuse and misinterpretation of dimensions of national culture. 
International Marketing Review, 30(3), 253-261. doi: 
https://doi.org/10.1108/02651331311321990 
De Mooij, M. (2015). Cross-cultural research in international marketing: clearing up some of the 
confusion. International Marketing Review, 32(6), 646-662.  
Diehl, S., Mueller, B., & Terlutter, R. (2013). Attitudes towards future-oriented advertising appeals in 
saving versus spending cultures - preliminary results addressing GLOBE's values vs. 
practices distinction. Paper presented at the 12th ICORIA Zagreb School of Economics and 
Management. http://www.europeanadvertisingacademy.org/docs/2013/ICORIA-2013-
programme-full.pdf 
Diehl, S., Mueller, B., & Terlutter, R. (2014). The usefulness of GLOBE dimensions in analyzing 
consumer perceptions of advertising: Results from multinational studies. from 
http://lewi.hkbu.edu.hk/WPS/126%20Diehl.pdf 
Diehl, S., Terlutter, R., & Mueller, B. (2008). The influence of culture on responses to the GLOBE 
dimension of performance oriantation in advertising messages - results from the US, 
Germany, France, Spain, and Thailand Advances in Consumer Research, 35, 269-275.  
Diehl, S., Terlutter, R., & Mueller, B. (2016). Doing good matters to consumers: the effectiveness of 
humane-oriented CSR appeals in cross-cultural standardized advertising campaigns. 
International Journal of Advertising, 35(4), 730-757. doi: 10.1080/02650487.2015.1077606 
Dimofte, C. V., Goodstein, R. C., & Brumbaugh, A. M. (2015). A social identity perspective on 
aspirational advertising: Implicit threats to collective self-esteem and strategies to overcome 
them. Journal of Consumer Psychology, 3(25), 416-430.  
Engelen, A., & Brettel, M. (2011). Assessing cross-cultural marketing theory and research. Journal of 
Business Research, 64(5), 516-523.  
Escalas, J. E., & Bettman, J. R. (2005). Self-construal, reference groups, and brand meaning. Journal 
of Consumer Research, 32(3), 378-389.  
Ford, J. B., Mueller, B., Taylor, C. R., & Hollis, N. (2011). The tension between strategy and 
execution: challenges for international advertising research. Journal of Advertising Research, 
51(March 2011 Supplement), 27-36.  
Franke, G., & Richey Jr, R. G. (2010). Improving generalisations from multi-country comparisons in 
international business research Journal of International Business Studies, 41(8), 1275-1293.  
Gilly, M. C. (1988). Sex roles in advertising: a comparison of television advertisements in Australia, 
Mexico, and the United States. Journal of Marketing, 52(2), 75-86.  
Gupta, A. S., & De, S. (2007). Changing Trends of Cultural Values in Advertising. Psychology and 
Developing Societies, 19(1), 113-123. doi: doi:10.1177/097133360701900105 
Hall, E. T. (1990). The silent language. New York: Anchor Books. 
Harrison, K. (2000). The body electric: thin-ideal media and eating disorders in adolescents. Journal 
of Communication, 50(3), 119-143. doi: 10.1111/j.1460-2466.2000.tb02856.x 
Hastings, G. B., & Aitken, P. P. (1995). Tobacco advertising and children′s smoking: a review of the 
evidence. European Journal of Marketing, 29(11), 6-17. doi: 
doi:10.1108/03090569510100678 
Hofstede, G. (2001). Culture's consequences. Comparing values, behaviors, institutions, and 
organizations across nations (2 ed.). London: Sage Publishing. 
Hong, J., Muderrisoglu, A., & Zinkhan, G. (1987). Cultural differences and advertising expressions: a 
comparative content analysis of Japanese and US magazine advertising. Journal of 
Advertising, 16(1), 55-68.  
Hornik, J., & O’Keefe, D. J. (2011). Conducting research on international advertising: the roles of 
cultural knowledge and international research teams. Journal of Global Marketing, 24(2), 
152-166. doi: 10.1080/08911762.2011.558813 
House, R. J., Hanges, P. J., Javidan, M., Dorfman, P. W., & Gupta, V. (Eds.). (2004). Culture, 
leadership, and organisations. The GLOBE study of 62 societies. London: Sage Publications. 
32 
 
Huang, Y., & Shen, F. (2016). Effects of cultural tailoring on persuasion in cancer communication: a 
meta-analysis. Journal of Communication, 66(4), 694-715. doi: 10.1111/jcom.12243 
Inglehart, R., & Baker, W. E. (2000). Modernization, cultural change, and the persistence of 
traditional values. American Sociological Review, 65(1), 19-51. doi: 10.2307/2657288 
Ji, M., & McNeal, J. (2001). How Chinese children’s commercials differ from those of the United 
States: A content analysis. Journal of Advertising, 30(3), 79-92.  
Kalliny, M., Saran, A., Ghanem, S., & Fisher, C. (2011). Cultural differences and similarities in 
television commercials in the Arab World and the United States. Journal of Global 
Marketing, 24(1), 41-57. doi: 10.1080/08911762.2011.545719 
Keating, M. A., & Martin, G. S. (2008). Leadership and culture in the Republic of ireland. In J. S. 
Chhokar, F. C. Brodbeck & R. J. House (Eds.), Culture and leadership across the world: the 
GLOBE book of in-depth studies of 25 societies (pp. 361-396). London: Lawrence Erlbaum 
Associates. 
Khairullah, D. H. Z., & Khairullah, Z. Y. (2003). Dominant cultural values. Journal of Global 
Marketing, 16(1-2), 47-70. doi: 10.1300/J042v16n01_03 
Kirkman, B. L., Lowe, K. B., & Gibson, C. B. (2016). A retrospective on Culture’s Consequences: 
The 35-year journey. Journal of International Business Studies, 48(1), 1-18. doi: 
10.1057/s41267-016-0037-9  
Krippendorff, K. (2013). Content analysis: An introduction to its methodology (3rd ed.). Thousand 
Oaks: Sage Publications. 
Kumar, V., & Pansari, A. (2016). National culture, economy, and Customer Lifetime Value: assessing 
the relative impact of the drivers of Customer Lifetime Value for a global retailer. Journal of 
International Marketing, 24(1), 1-21. doi: 10.1509/jim.15.0112 
Leung, K., Bhagat, R., Buchan, N. R., Erez, M., & Gibson, C. (2011). Beyond national culture and 
culture-centrism: A reply to Gould and Grein (2009). Journal of International Business 
Studies, 42, 177-181. doi: 10.1057/jibs.2010.38 
Magazines Ireland. (2017). About Magazines Ireland Retrieved June 29, 2017 2017, from 
http://www.magazinesireland.ie/about-magazines-ireland 
MATESZ. (2017). Audit.   Retrieved June 29, 2017 2017, from 
http://www.matesz.hu/oldalak/audit/audit 
McAllister, M. P., & Mazzarella, S. R. (2000). Advertising and consumer culture. Mass 
Communication & Society, 3(4), 347-350.  
McCracken, G. (1986). A theoretical account of the structure and movement of the cultural meaning 
of consumer goods. Journal of Consumer Research, 13(1), 71-84.  
Media Street. (2016). TV Now Magazine.   Retrieved December 31, 2016 2016, from 
http://www.mediastreet.ie/en/businesses/tv-now-magazine 
Messner, W. (2016). The misconstruction of Hofstede's Uncertainty Avoidance dimension: the fallacy 
of ecological operation without construct validity at the individual level. Journal of Global 
Marketing, 29(5), 298-313. doi: 10.1080/08911762.2016.1203470 
Moon, Y. S., & Chan, K. (2005). Advertising appeals and cultural values in television commercials. A 
comparison of Hong Kong and Korea. International Marketing Review, 22(1), 48-66.  
Mortimer, & Grierson. (2010). The relationship between culture and advertising appeals for services. 
Journal of Marketing Communications, 16(3), 149-162.  
Mueller, B., Diehl, S., & Terlutter, R. (2015). GLOBE cultural dimensions: providing insights for 
advertising execution in the global marketplace. In I. B. Banks, P. D. Pelsmacker & S. 
Okazaki (Eds.), Advances in Advertising Research (Vol. V) (Vol. V, pp. 161-175). 
Wiesbaden: Springer. 
Mueller, B., Diehl, S., & Terlutter, R. (2016). The effects of Gender Egalitarian appeals in 
advertisements on American consumers. In P. Verlegh, H. Voorveld & M. Eisend (Eds.), 
Advances in Advertising Research (Vol. VI) (pp. 147-161). Wiesbaden: Springer. 
Nassif, A., & Gunter, B. (2008). Gender representation in television advertisements in Britain and 
Saudi Arabia. Sex Roles, 58(11), 752-760. doi: 10.1007/s11199-008-9394-6 
Neuendorf, K. A. (2002). The content analysis guidebook. London: Sage Publications. 
Nielsen. (2015). Consumer  trust in traditional advertising declines in UK, while a recommendation 
from friends remains most credible.   Retrieved March 3, 2016 2016, from 
33 
 
http://www.nielsen.com/uk/en/press-room/2015/consumer-trust-in-traditional-advertising-
declines-in-uk-while-a-recommendation-from-friends-remains-most-credible.html 
NRS. (2016). NRS Readership Estimates - General Magazines.   Retrieved December 31, 2016 2016, 
from http://www.nrs.co.uk/downloads/pdf/general_magazines_201611.pdf 
Okazaki, S., & Mueller, B. (2007). Cross-cultural advertising research: where we have been and 
where we need to go. International Marketing Review, 24(5), 499-518.  
Oyedele, A., Minor, M. S., & Ghanem, S. (2009). Signals of global advertising appeals in emerging 
markets. International Marketing Review, 26(4/5), 521-541.  
PBC. (2017). Polskie Badania Czytelnictwa.   Retrieved June 29, 2017 2017, from 
http://www.pbc.pl/o-pbc/pbc/ 
Pollay, R. W. (1986). The distorted mirror: reflections on the unintended consequences of advertising. 
Journal of Marketing, April 1986, 18-36.  
Ponsford, D. (2015). Full 2015 UK magazines ABC circulation breakdown: 60 out of 442 titles grow 
sales. PressGazette.  Retrieved December 29, 2016 2016, from 
http://www.pressgazette.co.uk/full-2015-mag-abcs-breakdown-cosmopolitan-bucks-trend-uk-
magazines-decline-average-4-cent/ 
Powers, T. L., & Loyka, J. J. (2010). Adaptation of marketing mix elements in international markets. 
Journal of Global Marketing, 23(1), 65-79. doi: 10.1080/08911760903442176 
Quigley, N. R., Sully de Luque, M., & House, R. J. (2012). Project GLOBE and cross-cultural 
advertising research: Developing a theory driven-approach. Handbook of Research on 
International Advertising, S. Okazaki (ed.), Cheltenham, UK: Edward Elgar, 61-87.  
Rokeach, M. (1973). The nature of human values. New York: The Free Press. 
Saleem, S. (2017). Cultural paradox in advertising: evidence from Finland. Journal of Promotion 
Management, 1-18. doi: 10.1080/10496491.2017.1297979 
Samiee, S., & Jeong, I. (1994). Cross-cultural research in advertising: an assesment of methodologies. 
Journal of the Academy of Marketing Science, 22(3), 205-217.  
Schwartz, S. H. (1999). A theory of cultural values and some implications for work. Applied 
Psychology: An International Review, 48(1), 23-47.  
Sirisagul, K. (2000). Global Advertising Practices. Journal of Global Marketing, 14(3), 77-97. doi: 
10.1300/J042v14n03_05 
Soares, A. M., Farhangmehr, M., & Shoham, A. (2007). Hofstede's dimensions of culture in 
international marketing studies. Journal of Business Research, 60(3), 277-284.  
Sobh, R., Singh, N., Chun, W., & Benmamoun, M. (2015). Localizing to Arabic consumers: Insights 
from print advertising. Journal of Marketing Communications, 1-22.  
Tarantino, E. (2016, January 25, 2016 ). 3 Reasons Why Print Advertising Makes Sense Lessons in 
neuroscience and multimedia. Adweek from http://www.adweek.com/brandshare/3-reasons-
why-print-advertising-makes-sense-169132 
Taras, V., Steel, P., & Kirkman, B. (2010). Negative practice-value correlations in the GLOBE data: 
unexpected findings, questionnaire limitations and research directions. Journal of 
International Business Studies, 41(8), 1330-1338.  
Taylor, C. R. (2010). Towards stronger theory development in international advertising research. 
International Journal of Advertising, 29(1), 9-14.  
Taylor, C. R. (2013). Hot topics in advertising research. International Journal of Advertising, 32(1), 
7-12.  
Terlutter, R., Diehl, S., & Mueller, B. (2010). The cultural dimension of assertiveness in cross-cultural 
advertising: The perception and evaluation of assertive advertising appeals. International 
Journal of Advertising, 29(3), 369-399.  
The World Bank. (2016). Key Development Data & Statistics.   Retrieved December 31, 2016, from 
http://datacatalog.worldbank.org/ 
Tung, R. L. (2008). The cross-cultural research imperative: The need to balance cross-national and 
intra-national diversity. Journal of International Business Studies, 39(1), 41-46.  
Um, N.-H. (2013). The role of culture in creative execution in celebrity endorsement: the cross-
cultural study. Journal of Global Marketing, 26(3), 155-172. doi: 
10.1080/08911762.2013.804613 
34 
 
Venaik, S., & Brewer, P. (2013). Critical issues in the Hofstede and GLOBE national culture models. 
International Marketing Review, 30(5), 469-482.  
Venaik, S., & Brewer, P. (2016). National culture dimensions: The perpetuation of cultural ignorance. 
Management Learning, 1350507616629356.  
Wirtualne Media. (2016). Dominacja pism plotkarskich w czołówce najchętniej kupowanych 
tygodników (top 51).   Retrieved December 31 2016, from 
http://www.wirtualnemedia.pl/artykul/dominacja-pism-plotkarskich-w-czolowce-najchetniej-
kupowanych-tygodnikow-top-51# 
Zandpour, F., Campos, V., Catalano, J., Chang, C., Cho, Y. D., Jiang, S.-F., . . . Hoobyar, R. (1994). 
Global reach and local touch: achieving cultural fitness in TV advertising. Journal of 
Advertising Research 34(5), 35-63.  
Zhang, Y., & Gelb, B. (1996). Matching advertising appeals to culture: the influence of products' use 
conditions. Journal of Advertising, 25(3), 29-47.  
Zhou, S., Zhou, P., & Xue, F. (2005). Visual differences in US and Chinese television commercials. 
Journal of Advertising, 34(1), 111-119.  
Zorn, S. F., Bellman, S., Robinson, J. A., & Varan, D. (2016). Cultural differences affect interactive 
television advertising. Journal of Marketing Communications, 22(1), 3-17. doi: 
10.1080/13527266.2013.833539 
 
